Topicality of the research
As the result of rapid development of market relations, mass production and consumption of goods has become a key factor in the economic and social well-being of the modern world. The social state of modern society is consumer society, the consumption process has an impact not only on the economic, but also on the sociocultural sphere of society. 
State of knowledge of the topic
In modern domestic and foreign science, the problems of marketing aesthetics have not been practically studied, and it is becoming increasingly important and relevant.
Among domestic studies, the aesthetics of marketing is represented by the problems of its modern discourse in the works of M.V. Stepanova (Stepanova, 2014) and V.M. Brezhneva (Brezhneva, 2012) ; in the context of the culture of marketing in the manual by V.E. Novatorov (Novatorov, 2011) and from the point of view of revealing the role of aesthetics in the branding strategy in the article of Т.N. Zhukova (Zhukova, 2013) .
In the indexed foreign publications, various aspects of the aesthetic content of marketing are given: 1) from the position of strategic management, brand building and company image (Schmitt, Simonson, 2005) ; 2) from the point of view of integration of aesthetics into everyday consumption (Venkatesh, Meamber, 2008) ; 3) the introduction of the potential of aesthetics in the study of marketing as a scientific discipline (Petkus et al., 2011);  4) identification of differences between an aesthetic product and aesthetic consumption from the point of view of marketing views (Charters, 2006) ; 5) in the aspect of studying social dynamics at the level of aesthetics of everyday consumption (Hewer, Brownlie, 2010) ; 6) the definition of the role of consumer happiness in marketing relationships (Belanche et al., 2013) ; 7) conceptualization of culture in the process of marketing management (McCort, Malhotra, 2008) ; 8) acculturation of global consumer culture in the framework of national marketing (Carpenter et al., 2013); 9) modeling of consumer behaviour in the locus of marketing philosophy (Thrassou, Vrontis, 2009 ). Thus, the aesthetics of marketing today is also the main tool for conducting an effective market strategy, and a factor contributing to the formation of culture of consumption and the diversification of its forms.
